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Abstract
Social media has emerged as a significant and effective means of assisting and endorsing activities and communications among peers,
consumers and organizations that outdo the restrictions of time and space.While the previous studies acknowledge the role of agents of
culture change, it largely remains silent on the role of social media in influencing acculturation outcomes and consumption choices.
This study uses self-administered questionnaire to collect data from 514 Turkish-Dutch respondents and examines how their use of
social media affects their acculturation and consumption choices. This research makes a significant contribution to consumer accul-
turation research by showing that social media is a vital means of culture change and a driver of acculturation strategies and
consumption choices. This study is the first to investigate the role of social media as an agent of culture change in terms of how it
impacts acculturation and consumption. The paper discusses implications for theory development and for practice.
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1 Introduction
The twentieth century has witnessed a significant rise in cul-
tural diversity across the Western world (Coleman 2008;
Eurostat 2015; Schwartz et al. 2010) and increasing interde-
pendence and integration throughout the world (Jamal 2005).
Accordingly, the marketplace is characterised by market inte-
gration and persistent differentiations that are due to ethnic,
racial, religious and national interests (Peñaloza and Gilly
1999). Migration and related issues are hotly discussed and
debated topics in many Western countries, where ethnic-
minority consumers are the fastest-growing segment of the
population (Jamal 2005; Schwartz et al. 2010).
A substantial body of research investigates the consump-
tion patterns of immigrant ethnic-minority consumers using
an acculturation framework (Askegaard et al. 2005; Jamal
et al. 2015; Peñaloza 1994). Acculturation refers to the culture
change that takes place as a result of contact with culturally
dissimilar people, groups and environments (Berry 1992;
Laroche and Jamal 2015), whereas enculturation refers to
the process of learning one’s own culture (Kizgin et al.
2017; Schwartz et al. 2010).
Such ethnic-minority consumers have multiple and co-
existing identities, as they navigate among heritage, host and
global consumer cultures (Askegaard et al. 2005; Jamal 2003;
Oswald 1999). In doing so, they face a variety of agents of
culture change (e.g., family, friends, schools, religious and
cultural institutions, traditional and new media) that impact
their acculturation outcomes, especially the extent to which
they integrate into the host society or retain their original cul-
tural values and traditions.
While previous research acknowledges the role of agents of
culture change (Askegaard et al. 2005; Kizgin et al. 2017;
Peñaloza 1994), it largely ignores the role of social media in
influencing acculturation outcomes and consumption choices.
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Social media has emerged as an important and effective means
of supporting and promoting activities and interactions among
peers, consumers and organizations that transcend the bound-
aries of time and space (Erkan and Evans 2016; Jin 2012;
Sharma et al. 2013; Tang et al. 2015). A range of online com-
munication channels, including interpersonal communication
(e.g., Twitter, Facebook), content communities (e.g.,
Wikipedia) and multimedia platforms (e.g., YouTube,
Instagram), offer individuals and businesses the ability to con-
nect, develop and maintain social and business relationships
through the exchange of ideas and opinions (e.g., Alalwan
et al. 2017; Alryalat et al. 2017; Ellison and Boyd 2013;
Ellison et al. 2007; Filieri et al. 2015).
Generally speaking, immigrant ethnic minorities have col-
lectivistic cultural tendencies, and they may use social media
as a mechanism for generating social and cultural capital (Li
et al. 2004). In such a context, questions emerge concerning
whether ethnic-minority consumers prefer to communicate
with others on social media in their native language, the im-
pact of such a preference on acculturation and consumption
choices, and whether they interact and communicate on social
media mainly with people of their own cultural background.
This study addresses these questions and makes a significant
contribution to consumer acculturation research by demon-
strating that social media is an important agent of culture
change and a driver of acculturation strategies and consump-
tion choices.
We organize the remainder of this paper into four sections.
The first section develops a conceptual framework that is used
to identify a number of research hypotheses and then reviews
the literature that discusses the relevance of consumer accul-
turation to social networks on social media. The second sec-
tion describes the data-collection procedure, the measures
adopted, and the results. The final section discusses findings
and assesses implications for academics and practitioners.
2 Literature Review
2.1 Consumer Acculturation and Social Networks
Acculturation is the process of learning a new culture, so con-
sumer acculturation refers to acquiring the skills and knowl-
edge that are needed to engage in consumer behaviour in one
culture by members of another culture. In the case of immi-
grants, these lessons include how to buy and consume prod-
ucts and services in a new country and the meanings that they
attribute to themselves and others as consumers (Peñaloza
1994).
Social networks like family and friends and institutions like
schools, churches and media play important roles in the
consumer-acculturation process (Peñaloza 1994), as they fa-
cilitate the immigrants’ learning about the new culture. For
example, Wamwara-Mbugua et al. (2008) elaborate the extent
to which social networks (back home and in the US) act as
‘coping structures’ (Peñaloza 1994) in the consumer-
acculturation experiences of newly arrived Kenyan immi-
grants to the US by means of other immigrants who had al-
ready adapted to the US’s new consumption environment. The
consumer learning process takes place through such mecha-
nisms as modelling, reinforcement and social interaction
(Moschis 1987), through which immigrant consumers learn
to decipher new cultural codes and acquire the skills, knowl-
edge and behaviours they need in order to function as
consumers.
Once they are in a new cultural environment, immigrants
tend to cluster in neighbourhoods with high concentrations of
other immigrants, which helps them learn about employment
opportunities, affordable housing, government assistance pro-
grams and helpful charities and benefit from small enterprises
that sell ethnic merchandise (Jamal 2005). After living in the
community for some years, they become part of systems of
interpersonal relationships through which they can exchange
resources and knowledge. However, the more they interact
with their own cultural communities, the more embedded they
are in their own culture. Those who interact more with mem-
bers of the mainstream society (e.g., at workplaces and in
community centres and neighbourhoods) are more likely to
develop preferences for integration or assimilation.
2.2 Social Media and Acculturation
Social media usage has grown exponentially in recent year
and it has become an integral part of consumer lifestyle
(Muhammad et al. 2017). Social media has been studied with
a view to assessing its impact on collecting market informa-
tion (Baur 2016), behavioural mining (Bulut and Dogan 2017;
Manca et al. 2015), analysing political developments
(Boerman and Kruikemeier 2016; Lee et al. 2015), co-
creation (Cheung and To 2016; See-To and Ho 2014) and
co-promotion (Zhou and Wang 2014). Like other technolo-
gies, social media can facilitate social change and changes in
business practices. The Internet connects people from most
parts of the world and enables them to engage and interact
with one another (Kapoor et al. 2017), learning and endorsing
various phenomena (Dessart et al. 2015) and helping them
diffuse their ideas across societies. This is supported by
Muhammad et al. (2017) who report social factors especially
social interaction to be a key motivation for social media use
by consumers. Social media creates the opportunities for shar-
ing knowledge that can be major drivers of social learning,
networking and building symbiotic communal relationships
on the basis of mutual trust, support and altruism (Rolls
et al. 2016). Other drivers of effective social media engage-
ment, such as language, lexical expression (Hilte et al. 2016),
and style (Sparks et al. 2013), have been found to influence
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the building of the communal bonds and relationships that can
significantly impact customers’ behavioural intention (Goh
et al. 2013; Laroche et al. 2013).
The acculturation scholarship has appraised the importance
of social media to the formation of communal identities.
When minority consumers frequently interact with other cul-
tural groups via social media, they can construct and reinforce
multiple ethnicities in an online context (Lindridge et al.
2015). Scholarly work (e.g., Jamal 2003) argues that ethnicity
in a contemporary marketplace is like a bricolage, where a
consumer builds his or her self-identity from elements taken
from diverse cultural representations and practices.
Accordingly, we argue that social media sites are likely to
act as bicultural brokers and intermediaries that facilitate mi-
nority consumers’ self-representations and presentations of
identity (Jafari and Visconti 2015). Support comes from
Richey et al. (2017), who argue that self-presentations on so-
cial media can be likened to post-modern performances in
which the traditional boundaries between actor and audience
are intentionally unsettled. As such, social media is a vehicle
for an acculturation process that is influenced by multidimen-
sional and multifaceted cultural orientations (Forbush and
Foucault-Welles 2016).
However, the influence of specific drivers on social media-
led communal engagement and acculturation is an
understudied area with strong potential to advance the current
scholarship. More specifically, research has not investigated
the effects of social media use on ethnic-minority consumers’
acculturation and consumption choices. We do not know
whether these consumers prefer to socialise with members of
their own cultural groups or with mainstream consumers or to
what extent their social networking on social media impacts
their acculturation and consumption choices. The present re-
search seeks to fill this gap in the literature.
2.3 Hypotheses Development
Berry’s (1980) seminal work explains four major accultura-
tion strategies that define the bipolar continuum of accultura-
tion: assimilation, integration, separation and marginalisation.
Acculturation strategies underlie the preference for and orien-
tation of identification with the dominant culture (Cleveland
and Laroche 2007) and the extent to which an immigrant
maintains the cultural identity and characteristics of his or
her home culture (Kim et al. 2001). Some immigrants may
integrate into the host culture and maintain their cultural her-
itage such that both cultures influence their behaviour, while
others completely assimilate into the host culture, and still
othershold onto their heritage culture and avoid interaction
with other cultures.
Consumer research uses language preference as an indica-
tor of consumer acculturation outcomes. Immigrant con-
sumers who prefer to use their own language (over that of
the host culture) while they are with family and friends, at
work, watching television, listening to music, reading news-
papers and shopping (Hui et al. 1992) are engaging in cultural
maintenance and enculturation (Arends-Tóth and van de
Vijver 2008; Lee and Tse 1994). Such individuals are likely
to show ‘separation’ tendencies (Berry 1980), placing high
value on holding onto their heritage culture and avoiding in-
teractions with other cultures. In the context of social media
engagement, such individuals may have strong preferences for
communicating in their own languages and in networking
with people of their cultural backgrounds because they benefit
from their ethnic communities’ resources (Quarasse and van
de Vijver 2004) that are available on social media. Therefore,
our first hypothesis states:
H1: Separation in language preference on social media is
a) positively associated with enculturation and b) nega-
tively with associated with acculturation.
The ‘assimilation’ strategy defines individuals who do not
wish to maintain their cultural identity and instead seek daily
interactions with other cultures (Berry 1980). Such an individ-
ual is likely to prefer using the host culture’s language over
their native language while they are with family and friends, at
work and so on, suggesting to others that they have assimilat-
ed culturally (Craig and Douglas 2006; Korzenny and
Korzenny 2005; Laroche et al. 2009; Phinney 1992; Yagmur
2014). While on social media, such individuals prefer to net-
work mainly with members of the host society and to avoid
contact with members of their native culture. Therefore, our
next hypothesis states:
H2: Assimilation of the host culture’s language on social
media is a) negatively associated with enculturation and
b) positively associated with acculturation.
An interest in both maintaining one’s heritage culture
whilst having daily interactions with other cultural groups is
defined as ‘integration’ (Berry 1980). Studies suggest that, in
pluralistic societies, and even in relatively mono-cultural so-
cieties, integration is the most popular form of adaptation for
immigrants (Berry 1997). Migration scholars recognise that
many cultural groups maintain their ties to their heritage cul-
tures at the same time that they integrate into new countries
and argue that acculturation is not a fixed outcome so much as
a process by which the immigrant navigates between cultures
and multicultural identities (Oswald 1999).
An immigrant who uses an integration strategy may use his
or her own language in a private domain (e.g., with family and
friends) and the host culture’s language while in public (e.g., at
work, at school, at a community center), allowing space for both
their heritage culture and the host culture (Quarasse and van de
Vijver 2004; Yagmur 2014; Yagmur and van de Vijver 2012).
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Similarly, Schwartz et al. (2010) argue that young Latin
American immigrants in the US can be fluent in both
Spanish and Engl i sh and can demonst ra te both
individualistic and collective cultural values, as they often
demonstrate bicultural or blended cultural dispositions. Li
and Tsai (2015) find that using social media in English helps
Hispanics to develop strong orientation toward the main-
stream American culture, while social media consumption in
Spanish reinforced their ethnic cultural identification (i.e., en-
culturation). Therefore, we propose the following hypothesis:
H3: Integration in an immigrant’s language preference on
social media is positively associated with a) enculturation
and b) acculturation.
Research reports an association of ethnic and mainstream
culture identification with purchase intentions (e.g., Bercerra
and Korgaonkar 2010; Khairullah and Khairullah 1999).
Consumers’ purchase intentions are influenced by their cul-
tural orientations, which are affected by the information they
use (Wang et al. 2012). Therefore, acculturation and encultur-
ation affect purchase intentions, informing the following
hypothesis:
H4: Enculturation and acculturation are positively asso-
ciated with purchase intentions.
3 Research Method
3.1 Sample and Data Collection
The data used in this study considers the largest non-Western
Turkish-Dutch ethnic group in the Netherlands. The survey
respondents were recruited from a large panel via
Markteffect, a leading company that specialises in survey
sampling. The panel was a representative sample of 514 peo-
ple from the Netherlands who participate in surveys and who
claimed to have a Turkish background. Of the respondents,
54.1% were male and 45.9% female. The sample selected
demonstrates a spread in terms of age, occupation, education
and location within the Netherlands.
3.2 Survey Instrument and Measures
The measurement of language preferences on social media is
based on Kaplan and Haenlein’s (2010) framework and
Mendoza’s (1989) Cultural Life Style Inventory (CLSI). The
CLSI measures the degree and type of acculturation to cate-
gorize individuals based on their maintenance of their heritage
culture and acquisition of their host culture. Applied to the
social media context, the individual items were used to
segment the respondents into the separation, assimilation or
integration categories. The response options for the items in-
clude (a) Turkish only, (b) mostly Turkish, (c) in Turkish and
Dutch about equally, (d) mostly Dutch only and (e) Dutch
only. An individual’s acculturation category in terms of his
or her language preferences on social media is determined
by summing the individual’s responses in each category and
dividing the total by the number of his or her responses in all
categories. For example, a respondent with three ‘separation’
responses, two ‘assimilation’ responses and one ‘integration’
response would have scores of 50% in the separation category,
33% in the assimilation category, and 17% in the integration
category and would be categorized as belonging in the sepa-
ration category. The three acculturation categories (i.e. sepa-
ration, integration and assimilation) are compared statistically
with z scores to identify each participant’s acculturation pat-
tern (DeLeon and Mende 1996; Mendoza 1989).
Consumer acculturation of the host culture and encultura-
tion of the heritage culture were measured using twenty items.
The questions are based on Arends-Tóth and van de Vijver’s
(2007) Btwo-statement method,^ in which one first assesses
the respondent’s cultural orientation in relation to the host
culture (e.g., BI spend most of my social time with Dutch
people^) and then assesses the respondent’s behaviour as it
relates to his or her own ethnic heritage (e.g., BI spend most of
my social time with Turkish people^). Each item was scored
on a 7-point Likert scale ranging from B1 = strongly disagree^
to B7 = strongly agree.^
Purchase intention was measured using four items adopted
from Coyle and Thorson (2001). Each itemwas scored on a 7-
point Likert scale ranging from Bstrongly disagree^ to
Bstrongly agree^.
4 Results
4.1 Acculturation Categories
Following Mendoza (1989, 1994), respondents were assigned
to one of three acculturation categories (i.e., separation, inte-
gration or assimilation) in relation to their use of social media.
Codingwas determined by dividing participants’ responses on
the social media items into the number of items answered in a
Turkish-oriented, Dutch-oriented or multicultural-oriented ac-
culturation pattern. For social language preferences, 17.5% of
the respondents belong to the separation category, 29.8% to
the integration category and 52% to the assimilation category.
4.2 Confirmatory Factor Analysis (CFA)
Confirmatory Factor Analysis (CFA) and Structural
Equation Modelling (SEM) were used to test the theoreti-
cal framework presented in Fig. 1. The CFA showed that
506 Inf Syst Front (2018) 20:503–514
all of the items loaded highly on their corresponding fac-
tors and provided strong empirical evidence of their valid-
ity. The high factor loadings (i.e. > 0.5) suggested conver-
gent validity (Kline 2011). Further assessment of conver-
gence validity using Average Variance Extracted (AVE)
and composite reliability (CR) for each construct indicated
validity. Based on the results provided by the three assess-
ment criteria (standardized factor loading, AVE and reli-
ability scores) (Fornell and Larcker 1981), there is enough
evidence to confirm the measurement model’s validity. The
standardized loadings, along with critical ratios (C.R.) and
AVE, are presented in Table 1 and the corresponding con-
struct correlations are shown in Table 2.
Chi-square values are affected by sample size, so incremen-
tal and absolute fit indices are used (Hu and Bentler 1999;
Schumacker and Lomax 2004). The measurement model indi-
cated a good overall fit (parsimony fit χ2/df = 2.535 compara-
tive fit index (CFI) =0.939; incremental fit index (IFI) = 0.939;
root mean square error of approximation (RMSEA) = 0.05 and
standardized root mean square residual (SRMR) = 0.05).
4.3 Structural Model Testing
Structural equation analysis assessed the relationships among
the latent variables using AMOS 22 (see Fig. 1 and Table 3).
The analysis confirmed that the factor structure is an appro-
priate representation of the underlying data. The goodness-of-
fit statistics show a good fit, given the large sample size of 514
(Hair et al. 2010) (parsimony fit χ2/df = 2.526, CFI = 0.939,
IFI = 0.940, RMSEA= 0.05 and SRMR = 0.05). The structur-
al model accounts for 28% of the variance in respondents’
purchase intentions.
A review of the structural parameter estimates (Table 3)
shows that, except for the relationship of language preference
on social media with integration and acculturation, all re-
maining paths are significant. The analysis reveals a signifi-
cant positive influence of a separation language preference on
social media on enculturation (β = 0.27, p = 0.000) and a sig-
nificant negative influence of a separation language prefer-
ence on social media on acculturation (β = −0.24, p = 0.000).
Therefore, H1a and H1b are supported.
An assimilation language preference on social media has a
significant positive influence on acculturation (β = 0.19, p =
0.000) and a significant negative influence on enculturation
(β = −0.40, p = 0.000). Therefore, H2a and H2b find support.
An integration language preference on social media has a
positive significant influence on enculturation (β = 0.22, p =
0.000) but is non-significant and negatively associated with
acculturation (β = −0.01, n.s.). These findings support H3a
but not H3b.
Enculturation and acculturation both have a positive and
significant influence on purchase intentions (β = 0.37, p =
0.000 and β = 0.43, p = 0.000) respectively. These findings
provide support for H4a and H4b.
5 Discussion
Social media has emerged as an effective tool for supporting
and promoting activities and interactions among peers, con-
sumers, and organizations (Erkan and Evans 2016; Jin 2012;
Kapoor et al. 2017; Sharma et al. 2013; Tang et al. 2015).
The present research investigates the extent to which immi-
grant consumers show a preference for using either their
own or the host culture’s language when they engage with
others on social media, and the extent to which such prefer-
ences impact their preferences related to acculturation and
enculturation (e.g., social interaction and language use with
family members and friends, participation in celebrations)
and purchase intentions.
In doing so, the study covers language preferences in a
broad spectrum of online communication channels, including
interpersonal communication, content communities, multime-
dia platforms, and news-reading (e.g., Ellison and Boyd
2013), because language and social interactions are key
drivers of acculturation outcomes in offline contexts (e.g.,
Arends-Tóth and van de Vijver 2008; Hilte et al. 2016;
Korzenny and Korzenny 2005; Yagmur 2014). Another goal
of the study is to determine whether product recommendations
made by others on social media networking sites (e.g.,
Facebook, blogs, and Twitter) can impact purchase intentions.
The study is the first to link online communication preferences
with offline phenomena like acculturation and enculturation
and market choices like purchase intentions. A key finding is
that the language preference for social media engagement im-
pacts acculturation outcomes.
5.1 Contribution to Theory
5.1.1 Social Media Language Preferences
This research finds that a majority of respondents’ language
preferences on social media are positioned in the assimilation
category (52%), followed by integration (29.8%) and separa-
tion (17.5%), and that language preferences on social media
play an important role in acculturation outcomes. As hypoth-
esized, a separation in language preferences on social media
has a significant and positive effect on enculturation and a
negative effect on acculturation, suggesting that immigrants’
preferences for their heritage languages online lead to main-
tenance of heritage cultures in offline contexts. Therefore, the
relationship between the online communication channels in-
vestigated in this study and maintenance of the heritage cul-
ture is significant and positive. This finding is in line with
previous findings in acculturation research that language in
Inf Syst Front (2018) 20:503–514 507
Table 1 Item loadings
Construct Standardized
loadings
C.R.
Social Media Language preferences
(α = 0.910, Composite reliability = 0.893, AVE = 0.583)
I like to read online news. 0.718 fixed
I like to post/use social networking sites. 0.745 16.013
I like to participate in online content communities. 0.728 15.667
I like to read online collaborative projects. 0.753 16.194
I tend to post/read online blogs. 0.827 17.728
I like to be in virtual social worlds. 0.805 17.284
Enculturation
(α = 0.938, Composite reliability = 0.937, AVE = 0.598)
I spend most of my social time with Turkish people. 0.793 fixed
I very often ask for help/advice from Turkish students/colleagues. 0.797 20.079
I frequently eat with Turkish friends/colleagues. 0.814 20.620
I very often participate in Turkish public celebrations. 0.763 15.375
My preference is to speak the Turkish language most of the time. 0.824 18.305
I very often speak in the Turkish language with my Turkish friends. 0.783 19.406
I very often speak in the Turkish language with my parents and family members. 0.700 17.249
I very often attend Turkish cultural performances (e.g., theatres and concerts). 0.755 15.743
I very often watch Turkish movies. 0.759 15.757
I very often listen to Turkish music. 0.737 13.815
Acculturation
(α = 0.918, Composite reliability = 0.917, AVE = 0.527)
I spend most of my social time with Dutch people. 0.785 fixed
I often ask for help/advice from Dutch students/colleagues. 0.759 20.126
I frequently eat with Dutch friends/colleagues. 0.835 20.704
I very often participate in Dutch public celebrations. 0.653 19.014
My preference is to speak in the Dutch language most of the time. 0.754 21.014
I very often speak in the Dutch language with Turkish friends. 0.789 19.640
I very often speak in the Dutch language with my parents and family members/ 0.726 17.016
I very often attend Dutch cultural performances (theatres and concerts). 0.664 18.737
I very often watch Dutch-language movies. 0.665 18.852
I very often listen to Dutch music. 0.594 18.157
Purchase intentions
(α = 0.898, Composite reliability = 0.906, AVE = 0.707)
It is very likely that I will buy the product/service. 0.864 fixed
I will purchase the product/service next time I need the product/service. 0.829 22.189
I will definitely try the product/service. 0.839 22.516
I will recommend the product/service to my friends. 0.832 19.749
Table 2 Construct correlation
Construct SML ACC ENC PI
Social Media Language Preferences (SML) 0.764
Acculturation (ACC) 0.342 0.726
Enculturation (ENC) −0.480 −0.207 0.773
Purchase Intentions (PI) −0.107 0.279 0.357 0.841
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traditional social networks and conventional media is a critical
force in enculturation (Arends-Tóth and van de Vijver 2008;
Hui et al. 1992; Lee and Tse 1994). The result echoes van
Holst (2006), who states that the Turkish-Dutch population
has a stronger interaction with Turkish media (e.g., television,
newspapers and magazines) than it does with Dutch media.
Our findings also support Li and Tsai (2015), who report that
the use of Spanish social media sites reinforces Hispanics’
identification with their heritage culture. In short, immigrants
in the separation category place value on maintaining their
heritage cultures.
Another finding of our research is that the preference for
using an assimilation language on social media has a strong
positive effect on acculturation. This result suggests that those
who prefer the Dutch language in online networking and com-
munication contexts also prefer to socialize with Dutch friends
and colleagues, to listen to Dutch music, and to use the Dutch
language in offline contexts. A majority of our participants are
in this category and are likely to blend various elements of
Dutch culture into their own lifestyles. The research also finds
that the preference for using an assimilation language on social
media is negatively linked to enculturation, which is in line with
the argument of previous acculturation research that immigrants
in the assimilation category are less likely than those in other
categories to prefer ethnic cultural engagement (Laroche et al.
2009; Korzenny and Korzenny 2005; Yagmur 2014).
The current study finds that the preference for using an
integration language on social media positively affects encul-
turation but does not impact acculturation, which suggests that
immigrant consumers do not necessarily lose their attachment
to their heritage culture when they adopt the host culture’s
language. These individuals take part in their heritage culture
Table 3 Structural model
estimates H# Structural Path Estimates Std. Error C.R. p St. Estimates
H1a SML Separation➔ Enculturation 0.976 0.164 5.948 0.000 0.270
H1b SML Separation➔ Acculturation −0.828 0.156 −5.320 0.000 −0.241
H2a SML Assimilation➔ Enculturation −0.371 0.041 −8.966 0.000 −0.404
H2b SML Assimilation➔ Acculturation 0.168 0.040 4.231 0.000 0.193
H3a SML Integration➔ Enculturation 0.326 0.068 4.775 0.000 0.217
H3b SML Integration➔ Acculturation −0.014 0.065 −0.208 0.836 −0.010
H4a Enculturation➔ Purchase Intentions 0.453 0.050 9.148 0.000 0.431
H4b Acculturation➔ Purchase Intentions 0.405 0.050 8.053 0.000 0.365
Goodness-of-fit statistics of the model:
Chi square = 995.168
degrees of freedom (df) 5394 p = 0.000
χ2 /df = 2.526
Comparative Fit Index (CFI) = 0.939
Incremental Fit Index (IFI) = 0.940
Root Mean Square Error of Approximation (RMSEA) = 0.055
Standardized RMR= 0.052
*** Significant at p< 0.001 
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Fig. 1 Structural equation model
based on their preference for their heritage language and are
not necessarily as receptive to the host culture as those who
are assimilated. This finding requires further exploration, as
integrated consumers are expected to show bicultural disposi-
tions that reveal appreciation of the host country’s cultural
values and traditions as well as those of their heritage culture
(Korzenny and Korzenny 2005; Schwartz et al. 2010).
However, in line with previous research, this study finds
that an immigrant’s use of his or her native language supports
maintenance of the heritage culture, while use of the host
culture’s language helps the immigrant to acculturate (i.e.,
assimilate) (e.g., Lee and Tse 1994; Moon and Park 2007;
van Holst 2006). As such, the results find support for the
effects of social media on cultural orientation.
5.1.2 Enculturation and Acculturation
Our results show that the use of a preferred language on social
media relates to enculturation and acculturation and impacts
purchase intentions. The extant research reports on the rela-
tionship between enculturation and consumption (e.g., Jamal
2003, 2005) such that social networks and institutions are
aligned with ethnic immigrants’ consumer cultures, a finding
that suggests that immigrants would also engage in their own
ethnic consumer cultures online. Our study investigated the
extent to which participants considered information about
products and services that their friends shared on social media
networks and the extent to which the participants were willing
to purchase such products and services. The current study
finds that offline enculturation and acculturation have a posi-
tive relationship with consumption-related influences on be-
havior through online social networks.
Acculturation research suggests that the process of con-
sumers’ learning and socialization underpins the phenomena
of cultural maintenance and cultural adaptation (Peñaloza
1994). A high degree of cultural adaptation to the host culture
is influenced by the learning process, which entails interac-
tions with education systems, friends, and the media
(Askegaard et al. 2005; Deshpande et al. 1986). The present
study finds that adaptation to the host culture has a positive
relationship with purchase intentions, suggesting that immi-
grants rely and are influenced by their online social networks.
The role of social networking has a strong impact on im-
migrants’ maintenance of their heritage cultures and adapta-
tion to their host cultures. An original contribution of the pres-
ent study is the finding that the language preferences and
purchase intentions that are exhibited in social networking
are key forces in whether the individual chooses to consume
products and services that are associated with their heritage
cultures or that of the host country. Social networking also
creates social relationships by providing tools with which to
engage in social interactions (e.g., photo-sharing on
Facebook) (Rolls et al. 2016).
This study also enriches current research on social media
by identifying social media as a vehicle for intra-community
and inter-community communication. While the extant litera-
ture (Dessart et al. 2015; Rolls et al. 2016) delineates the
inherent nature of social media-led communal bonding that
is characterized by trust, support, and altruism, there is little
empirical work on social media’s influence on consumer ac-
culturation. This paper’s findings address this deficiency and
augment empirical evidence and theory on social media-led
acculturation. It is noteworthy that dominant theories of infor-
mation systems and/or technology adoption such as unified
theory of acceptance and use of technology (Dwivedi et al.
2017a; Dwivedi et al. 2017b; Rana et al. 2016; Rana et al.
2017; Venkatesh et al. 2003;Williams et al. 2015), technology
acceptance model (Davis 1989; Rana and Dwivedi 2016),
theory of reasoned action (Alryalat et al. 2015; Fishbein and
Ajzen 1975), social cognitive theory (Rana and Dwivedi
2015) and innovation diffusion theory (Kapoor et al. 2015)
are less widely used in social media research.
Recent forecasts indicate that Europe’s populations will
become more ethnically diverse and that the current indige-
nous population will soon be a numerical minority in some
countries (Eurostat 2015). Although the current study is con-
ducted for a particular ethnic group (Turkish-Dutch), it has
theoretical and practical implications for wider contexts, and
the model can be replicated with other ethnic communities in
the Netherlands and other countries.
This study focuses on purchase intentions, as immigrants’
purchasing power and internet use are increasing. Given that
online advertising and purchase intentions are related to cul-
tural identification (Becerra and Korgaonkar 2009), future re-
search should consider the influence of web advertising on
immigrants’ consumption patterns.
5.2 Managerial Implications
Like consumers, profit and not-for-profit businesses have a
strong interest in connecting with a range of stakeholders via
social media through content promotion and knowledge dis-
semination surrounding products and services, making social
media platforms the backbone of digital marketing (Aswani
et al. 2017). Social media sites are now an enormous part of
marketing tactics, as firms seek to develop relationships with
users with certain backgrounds (Kapoor et al. 2017). Our re-
search responds to this goal by providing a framework for
connecting with immigrant consumers in Western societies.
Kapoor et al. (2017) conduct a substantial review of the liter-
ature and point to the significant role of community structure
and structural patterns in using social media for marketing
purposes. They also argue that the success of marketing on
social media platforms depends on identifying customer seg-
ments and targeting the customers they want based on demo-
graphic patterns and similar interests. We advance this
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scholarly work by arguing that public and private firms can
profile and segment immigrant consumers based on the extent
to which they prefer to use their own language or the main-
stream language while engaging with social media sites.
Given that the majority of our participants preferred assimila-
tion in language use and showed a preference for acculturation
in offline contexts, mainstream and ethnic-minority busi-
nesses in the Netherlands can target such consumers in
English. Such consumers may believe that the mainstream
culture and society value and reward hard work and promote
justice, safety, and equality for all (Kizgin et al. 2017).
Accordingly, businesses can use message strategies that incor-
porate mainstream cultural values while seeking to connect
with their target customers via digital marketing.
Our findings in relation to assimilation and integration in
language preference suggest that businesses can adopt an eth-
nic marketing approach (Jamal et al. 2015) to win the trust of
such consumers on social media sites. Scholarly work reports
that such consumers are likely show collectivist tendencies
(e.g. Jamal and Shukor 2014; Jamal et al. 2015), so an empha-
sis on collectivist values and ethnic cultural traditions is likely
to win the hearts of such consumers on social media sites.
Digital marketers should create a positive online context with
such communities by developing a rapport with, understand-
ing of, and familiarity with immigrant consumers through
continued engagement in the online communities such con-
sumers use.
Businesses are also interested in identifying influencers for
the purpose of digital marketing (Aswani et al. 2017). Based
on our findings, we argue that businesses use product/service
endorsers that resonate with immigrant consumers’ language
preferences and acculturation/enculturation tendencies. For
customers with assimilation tendencies, businesses are better
off usingmainstream opinion leaders in their digital marketing
efforts, while experts and opinion leaders from the immigrant
communities should be used when connecting with those that
have separation and integration tendencies. Targeting immi-
grant consumers via digital marketing requires a great deal of
insight into the personal preferences and cultural values of
such consumers, to which research has contributed by provid-
ing a framework for targeting immigrant consumers.
6 Conclusion
Marketers will particularly find these implications useful in
designing branding and marketing communication strategies.
Ethnic brands such as Patak’s and Tilda basmati rice have used
a combination of South Asian languages such as Hindi/Urdu/
Bengali and nuances along with English linguistic expression
to cater the dual cultural dispositions of South Asian diaspora
in Europe, North America and Australia. Wing Yip, a success-
ful oriental supermarket in the UK, provides detail product
information in Cantonese language. With regard to social me-
dia use, the success of Wechat can be attributed to the linguis-
tic convenience provided to Chinese diaspora across the
world. Hence, businesses and brands both in the online and
offline worlds can have stronger business prospects by
reflecting on ethnic communities’ linguistic preferences.
While this study has created some headway for future re-
search, it is not without limitations. First, the variance ex-
plained by the model in purchase intentions is only 28%.
Future research can incorporate some additional constructs
(e.g. attitude) along the proposed model to see if the variance
for the model can be improved. Second, this study did not
include the strength of social ties as a moderating variable.
Future research will benefit from including the moderating
effect of social ties for understanding ethnic consumers’ be-
haviour. Finally, this research focuses on purchase intentions
rather than actual behaviour. Future research could examine
how social media language preferences and cultural orienta-
tion affect online consumer behaviour.
Nevertheless, the current study can provide motivation for
future research on the nature of and reasons for acculturation
and enculturation of ethnic communities in multinational en-
vironments. Social media based interactions in particular
could be further investigated to assess the inter- and intra-
community interactions within and beyond national
boundaries.
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